Purpose -Through a literature review, evidence was found of the importance of sensory stimulation related to consumer experience processes, when analyzed together with variables of another nature. Design / Methodology -Traditional market research techniques and neuromarketing tools were used. Regarding traditional research, the observation technique was used, through which the purchase behavior of facial cream consumers at the sales point was explored; and a quantitative phase, through online surveys to 495 women, with the purpose of identifying elements of interest related to the purchasing decision. We worked with FaceReader, EEG and Eye Tracking, to analyze the experiences of consumers with the product and its promotion. Findings. The results present a model that incorporates the impact and attention, specific emotions and the rational argument of the consumer for the construction of a whole experience.
Introduction
In a changing and dynamic market, in which "competition has hardened and, therefore, the alternatives available to the customer to make purchases, now increased by information and communication technologies, retailers have strived and strive to conquer the consumer" [1] , it becomes necessary, "the orientation to the market and the convergence of relational marketing in the business strategy based on customer relationship management" [2] ; which are translated into an integration by the consumer towards the company and its processes, which is worked by Kotler, within the framework of the concept of co-creation [3] , or as proposed by Rodas and Cervantes, a two-way marketing, where the starting point is the consumers knowledge through analysis and understanding of their motivations, desires and needs [4] .
The day to day of the consumer is a set of experiences that are lived through the senses, that is, and as proposed by Tamir and Ruiz, the senses feed the brain and it builds an image of the world [5] . These experiences can generate a memory or evoke the past [6] ; where elements such as memory, attention and the rational and emotional impact are determinants in the analysis of consumer response related to the decision-making process; which can be positive or negative, and memorable or non-memorable.
The measurement of results and the design of strategies has been a topic of interest, however, and "although a wide range of research methods are presented, they are not linked to any methodological current. The methods are eclectic" [7] ; complementing the above "experiential marketing is not limited to a specific research methodology but adopts broad and diverse instruments" [8] . From these the next question arises: how to evaluate and design or work on a sensory experience to ensure that it is positive, that is, that it meets or contributes to the marketing objectives set out in the framework of strategic variables?
Conceptual framework
In this section, the main contributions of the marketing of experiences, the role of the senses in these, and the measurement elements used for the evaluation of sensory experiences are proposed.
Experiential marketing
The evolution of marketing is due to the development of ICT (information and communication technologies), which allow a greater connection between the public and organizations, enabling the design of networks in both ways [7] , as it is presented by Kotler and Armstrong [9] , in its concept of co-creation, where the consumer is an active part of business processes; another of the elements is the domination of brands, which guarantees ease, access and identification of an experience; and communications have been more fluid, which encourages companies to have a clearer orientation and to better understand current and potential consumers.
As suggested by the authors in [4] , the experiential marketing is generated from the natural changes of the processes of the market and the consumer, where one passes from a passive consumer to an active one and that wants and needs to participate in the processes business to perceive the offer more appealing. Previously, a product or service was presented based on its intrinsic and extrinsic characteristics and its functionality, currently it has as an axis the benefits it offers from different perspectives (social, functional, affective, among others); the companies had the control, today and due to the increase of the supply and the constant changes in the niche of the market, the control was yielded to the final consumer; and concerning the public's approach, this was more transactional, nowadays there is an orientation toward the rational and the emotional (element inherent in the experience).
Experiences in marketing can be direct or indirect, that is, and as stated in [10] , direct experience refers to the purchase and consumption of the product, while exposure to the messages and communication activities of the brand are indirect experiences. In addition, Lee, Hsiao and Yang [11] , state that for an experience to be shocking it must be based on the generation of emotions and sensations.
To characterize an experience, Tynan and Mckechnie in [12] , state that: experiences are subjective; they are mental, they are the result of multiple points of contact between the brand and the consumer (which can be direct or indirect, controllable or non-controllable), an experience can encompass different types of relationships (for example, between customers, or between brand and customers), and perhaps most importantly, it is multidimensional since it involves the construction of different types of consumer responses. It is also important to clarify that marketing can focus on the creation of experiences, the evocation and recall of experiences or the participation of a brand or product in an existing experience.
Complementing the above, Schmitt in [13] , proposes five dimensions to create experience from the brand and the products and services it represents: a. the sensory dimension appeals to the responses related to the senses (sight, hearing, touch, taste and smell); b. the affective dimension has to do with the most internal feelings and emotions of the individual and that can vary from positive or negative moods slightly linked to the brand, to strong emotions such as joy, fun or pride, nostalgia, frustration; c. the dimension of thought is related to experiences that awaken in the public, their creativity and curiosity, which stimulate debate and generate controversy; d. the social dimension appeals to experiences related to interaction with third parties and implies a connection with other people, social groups, reference groups or a wider social entity; and e. the dimension of actions, which has to do with the experiences related to the physical body, patterns of long-term behavior and imitation of models and lifestyles.
Sensory marketing
The concept of sensory marketing is defined as a comprehensive system to communicate the information about the brand that takes into account not only the traditional channels of interaction with the consumer, but the participation of new channels and methods that impact the five senses of the human being [14] .
For the theoretical analysis of this topic, and to identify the main authors and perspectives, a bibliometric analysis is carried out, for which the Publish or Perish tool (free software, with search limit of 1,000 records) is used, which evaluates the citations and searches made in Google Scholar, in the period between 1943 and 2018 (75 years). The tool delivers 997 papers (by entering the expression sensory marketing and search it in the content of the documents), which were cited 218,109 times by different authors. For this case, two analyzes will be carried out, identifying the most influential papers and authors regarding the subject. The Rank indicator will be considered (the most searched and first searched) and the Cites indicator (the most cited ones).
Then a synthesis is made about the definition of the sensory marketing concept in the main bibliometric analysis documents, which is presented in Table 1 . Table 1 .
Conceptualization of sensory marketing
Concept Author and year Considering the senses in the design of the commercial atmosphere give the buyer the feeling of being important, rich and special [15] . Kotler (1973) Qualitative and quantitative studies carried out by sensory marketing agencies help clients identify the factors that drive consumer tastes, providing companies with the necessary understanding to optimize new products and improve the profitability of existing ones [16] . Sensory marketing is the marketing activity that focuses on understanding the perception of the consumer, the process starts from the stimuli that affect the consumer's senses to how the client interprets, understands and responds to these stimuli [18] .
Pahome, T., & Amorntatkul, N. (2010)
A sensory experience is defined as the perception of an individual of goods or services or other elements in the service process; as an image that challenges the human mind and the senses [19] .
Hultén, B. (2011) Sensory marketing is marketing that involves the senses of consumers and affects their perception, judgment and behavior. From a managerial perspective, sensory marketing can be used to create subconscious triggers that characterize consumers' perceptions of abstract notions of the product (e.g., sophistication or quality) [20] . Sensory marketing incorporates the desire to provide and transmit holistic experiences, and aims to create links with the customer, generating loyalty as it focuses on the after-sales experience. This new wave of marketing is full of sensations and presents different ways of transmitting the message, using an effective response to information, brand management and communications [23] .
Hinestroza, N. B., & James, P. (2014) The perception is fundamentally multisensory, and the knowledge of cognitive neuroscience and marketing regarding how multisensory perception functions are going to be fundamental to understand and explain the client's experience [24] . 
Iqbal, J. (2016).
Sensory marketing is based on the concept that we are more likely to form, memorize and discover the mind when the five senses are involved. By changing the traditional means of marketing that impact vision and listening, brands can establish a stronger and more lasting emotional connection with consumers [27] .
Randhir, R., Latasha, K., Tooraiven, P., & Monishan, B. (2016) Sensory strategies differentiate products and services, approaching the mind and the consumer's senses, both from a cognitive and emotional point of view [28] . After a conceptual analysis, for this work, sensory marketing is defined as the tool that allows understanding the influence of the senses, by relating them and integrating them into variables of another nature, in order to provide a comprehensive solution to the consumer in their experience related to the brand and the products or services that it represents.
Evaluation and measurement of sensory experiences
Market research is a tool that allows to understand the events related to any marketing variable, whose purpose is to make the best decisions to reduce the risk of failure. It is a tool that is related to different branches of science, such as statistics, sociology and psychology, among others. This concept is defined as: "the identification, collection, analysis and dissemination of information in a systematic and objective manner, with the purpose of improving the decision-making related to the identification and solution of problems and marketing opportunities" [30] .
In addition to the above, Kinnear and Taylor mention that this information is used to identify and define marketing opportunities and problems, as well as to generate the marketing process, where auditing plays a predominant role in each of its stages [31] .
For market research, traditional techniques are available (questionnaire, focus groups, observation, experimentation, interviews, Delphi method, ethnography, among others), in which there is no brain reading, and those taken from the neurosciences and adapted to marketing, known as neuromarketing, which is defined by an advanced discipline that investigates and studies the brain processes that explain people's behavior and decision-making. These procedures cover all fields of action of traditional marketing: market intelligence, product and service design, communications, pricing, positioning, branding, targeting, channels and sales [32] . In addition, Schneider and Woolgar state in [33] that neuromarketing is a relatively new form of market research and consumer-related processes, which applies neuroscience to marketing using brain images or measurement technology to anticipate the consumer's response to products, packaging or advertising. The main tools of neuromarketing are EEG, Eye Tracking, FMRI and FaceReader.
Methodological design
For the applied work a conceptual analysis is carried out and five (5) market research techniques are used, two of the traditional research (questionnaire and observation), and three of the neuromarketing (Electroencephalogram or EEG, Eye Tracking and FaceReader), for the evaluation of elements that impact the experience of consumption of facial creams for women.
495 surveys were conducted on women, where the variables of importance were evaluated when choosing a face cream such as: intrinsic characteristics and extrinsic characteristics of the product, the price, advertising elements, distribution channels, elements of recommendation and loyalty, brand aspects, among others related to the experience; and the impact elements of a television commercial, where actors and influencers were evaluated, sounds, decoration and adaptation of the space, information to be transmitted (messages) to the participants and product presence. In addition, two observation sessions were developed in two commercial areas, where the behavior of the buyers compared to the elements of the atmosphere was studied.
Regarding the use of neuromarketing, the experience of the consumers was evaluated with two products of the category of different brand (to establish comparisons) through the FaceReader and the EEG, where cognitive aspects and specific emotions, produced by sensory stimuli are analyzed; in addition, through the Eye Tracking and the FacerReader, the impact and visual attention of the elements of the same commercial previously evaluated through the questionnaire is analyzed.
Results
Based on the research work, where tools of a conceptual and practical nature are used and applied, it is necessary to:
• Traditional research techniques explain, complement and deepen some results offered by neuromarketing and vice versa.
• It is possible to identify the differences between the rational and emotional responses of the consumer.
• The impact on the senses through stimuli should be analyzed taking into account other factors such as cultural, social, psychological and personal.
• It is possible to evoke memorable moments and experiences through sensory elements. • Through neuromarketing it is possible to identify specific emotions generated by a given stimulus. Below is the graphic scheme ( Fig. 1 ) and then the description of the proposed methodology, for the measurement and analysis of sensory marketing integrated to the consumer's experience. The model presented in the previous scheme, starts from the definition of a marketing objective that provides a response to a specific situation related to the consumer and / or buyer; Based on this objective, a sensory marketing action or group of actions is proposed, to which it is necessary to establish the expected results after the execution stage. In turn, the stimuli and senses that will impact the consumer's experience are identified, which is conditioned by cultural factors, such as the cultural level, the subculture and the social class; social factors, such as reference groups, consumption roles and status; personal factors, such as age and phase of the life cycle, lifestyle, occupation, economic circumstance and personality; and psychological factors, such as motivation, learning, attitudes and perception. This experience is defined by the generation of cognitive aspects, impact and attention, specific emotions and the elements provided for the rational argumentation of the consumer about the situation. Then, these variables are measured, for the first ones, the electroencephalogram and eye tracking are carried out; to identify specific emotions (which can be positive or negative) the FaceReader is used; and for argumentation or rational responses, traditional market research methods are performed.
Afterwards, the analysis of the results for each one of the types of measurement is developed, and finally the results are integrated, comparisons, differences and explanatory relationships are established to the answers, which allows to identify in which aspects dissonance is presented and relates and explains phenomena based on the results of the measurement of other types of variables.
Then the comparison of the results obtained with respect to the expected results is made and work on the modification of elements, in favor of the construction of more effective consumer experience strategies is done. It is worth noting that the model can be worked for the design stage of marketing strategies, where the measurement is made in a test stage and in execution as a follow-up.
It is important to clarify that the previous model contemplates a series of dimensions inherent in the nature of the human being, the experience with the environment, learning and the elements that define it; starting from a set of stimuli, which generate responses of cognitive and rational and emotional nature, which for this case and research are related to consumer actions and purchasing decisions, where the senses are the basis for the formation of concepts, ideas and understanding of elements received from the outside world.
Conclusions
The activation of the senses is always present in consumer experiences, however, generally when designing marketing strategies, it is not established as a basic element of influence, nor does it provide a specific function to this. Sensory marketing is of utmost importance, because through a proper delimitation of the senses and a correct choice and evaluation of the physical and conceptual elements to be used it is possible to contribute to the generation of memorable experiences.
For the above to be possible, it is necessary to work and establish elements at the design stage of the strategy such as the objective of the strategy, the senses that will be activated, the expected response, consumer relations with the environment and the role of the product that represents the brand. On the other hand, the main weakness of sensory marketing is that it cannot be worked in isolation, that is, the activation of the senses can bring different responses for different consumers, and the stimulus can invite the consumer to a certain action. In this type of actions other elements must be contemplated, such as impact, interest, past experiences, beliefs, rational response, among others; that is, the stimulus can be the center and starting point of the action, but the experiential strategy must be integral.
Recommendations
For future research it is recommended to work on the analysis of the cross-modality of the senses, to establish patterns of impact and influence among them within the framework of a specific experience, developing methodological solutions to identify the contribution and variation of responses in one direction, when there is activation of others; and the weight of each of the senses in the consumer's response in a multi-sensory experience.
